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The capital market, which is an integral part of China's economy, is a key issue 
of national economic development, economic structural reform, industrial structure 
adjustment, state-owned enterprises’ reform. As the most important participant of 
capital market, securities companies play great impact on its development. The 
benefit of securities companies needs a good business ability, as well as en effective 
management ability. As an extremely important part of the management activities 
for securities companies, due to the young history of China’s securities market, 
administrative intervention, the planned economy and some other factors, marketing 
sense doesn’t been paid enough attention. Because the competition between the 
securities companies has become more and more fierce recently, securities 
companies have to improve the performance for getting benefit. Obviously, it is 
increasingly important and urgent to enhance the marketing awareness and improve 
marketing capabilities for. 
In this context, we choose the marketing of the securities companies in China 
as our object. The structure of this thesis is as following: first, introduce the concept 
of securities companies and marketing, and review the literature of marketing at 
home and abroad; then, based on the development of China's securities companies, 
analyze the problems of China's securities companies; thirdly, taking the China 
Galaxy Security as example, analysis its marketing problem, thereby make some 
suggestions on the t improvement strategies of its marketing system; the last is the 
conclusion. 
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发展已经十分成熟，有代表性的包括：马可维茨 20 世纪 50 年代由马科维茨首
次提出的资产组合理论，20 世纪 60 年代由特雷诺、夏普等人提出的资本资产
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